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1 Introduction 
The company Arriendos Renaca is a Chilean Company which main activity is the rental of 
apartments. Currently, the company and partners agreed to implement measures that 
may improve the coordination with its own members and other entities such as agencies 
and booking services. The company currently manually searches for past emails of those 
who mention to have been previous customers. The amounts of the work which is paper 
based and manual are suspected to be the activities which occupy most of the work time 
and the parties wish to change to digital to solve the issue. Creating a customer database 
aims to improve customer management as well as advertisement. Creating a strong social 
media presence attempts to build a better brand image, gain new customers and social 
proof. A website attempts to provide the necessary information to attain and retain new 
customers and help complete the customer buying process. The synchronization of calen-
dars aim to improve the communication time and prevent error when handling bookings. 
The training and implementation of Google solutions (calendar and spreadsheets in this 
case) aim to improve the quality, reliability and availability of data as well as reduce meet-
ing time. 
 
The project objective is to create a customer database, build social media presence, de-
velop a website, synchronize necessary calendars, train necessary parties and implement 
google solutions to eliminate paper. Each part is individual from each other as the data-
base is used for marketing and customer management, social media presence is inde-
pendent of the customer base, calendars are private and not part of the website but for in-
ternal management as well as implemented Google solutions.  
 
The results will be measured by  
• Empty Days 
• Payments to Agencies 
• Sales Total 
• Brut Income  
• Customer Behavior to Condition Booking 
• UX/UI Web Design 
 
The project scope does not cover social media content, strategies or interactions as they 
are part of social media marketing, which is not the aim of this study. It does not include 
the creation of website text but of requirements in it. Sales, Customer Support or Apart-
ment Management also not within the scope. 
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The thesis is divided in four parts. The first is an introduction presenting the company 
background, objectives, tasks and scope. The second refers to the theoretical background 
which includes topics such as digitalization, web development, internet of things, cloud 
computing, data management, requirements gatherings, bankruptcy of companies caused 
by digital competition and the effect of online presence in buyer’s decision. The third is 
composed of the digitalization of rental apartments service, in which we focus on the re-
sults of the project. This includes Customer Behavior, UX/UI, Database, Web Develop-
ment and key performance indicators.  
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2 Theoretical framework  
2.1 Digitalization Projects  
Digitalization of information is the process of transferring tangible carriers of information 
into stored format within hardware, whilst digitization of processes is the automation of ex-
isting manual and paper-based processes from analogue to digital form. (I-Scoop, 2016) 
 
An example that could explain how digitalization of information and processes work is  
• Digitalizing the paper-based information in computer-based applications such as 
those composing G Suite 
• The digitalization of a process is now present when instead of manually checking 
the existing paper calendar the now online calendar will send you push notifica-
tions regarding your upcoming events. 
  
In business, digitalization most often refers to enabling, improving and/or transforming 
business operations and/or business functions and/or business models/processes and/or 
activities, by leveraging digital technologies and a broader use and context of digitized 
data, turned into actionable, knowledge, with a specific benefit in mind. (I-Scoop, 2016) 
 
In addition to enabling, improving and or transforming, it is also possible an operation, 
function, model, process and/or activity is eliminated through the automation or modifica-
tion of others. 
 
Digitization means making the different processes work as one. Digitalization is about en-
abling new business models, new revenue opportunities and encouraging service innova-
tion. 
 
When devices became smart and were able to connect to other devices via cellular net-
works and send data, evolution started and continued until devices leveraged an architec-
tural framework which allows integration and data exchange between the physical world 
and computer systems over existing network infrastructures. (MG, 2017) 
 
Within the most common benefits of digitization are as follow: 
• Automation, Efficiency- Saving of time and resources,  
• Optimization - Productivity and performance 
• Workplace safety by error elimination 
• Collaboration 
• Improved decision making 
• Reports- How many, how often, where? What happened 
(MG, 2017) 
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McKinsey affirms that by digitizing information-intensive processes, costs can be cut by up 
to 90 percent and turnaround times improved by several orders of magnitude. (McKinsey, 
2014) 
 
While the key technology developments that enable businesses, government, and coun-
tries to re-imagine themselves in an rapidly changing world, include mobility (90% of inter-
net traffic will be consumed via mobile devices by 2017), pervasive video (one million 
minutes of video traverses the internet every second), hyper connectivity with the Internet 
of Things (20 billion smart objects will be connected to digital infrastructure by the year 
2020), big data and advanced analytics (data doubles every two years and last year alone 
we generated more data than all of mankind before), apps (more than 47,000 applications 
are being downloaded each and every minute), and cloud (changing consumption mod-
els). (Huijbregts, 2016) 
 
Digitalization has also a significant impact on the workforce as by using digital tools or 
systems, they are enabled to work in a more “digital way” (I-Scoop, 2016). Working digi-
tally may include the storage of files, the way we make use of the files and even the way 
we create these files. Co-working on the same document can now be done simultane-
ously, from a range of devices, anytime, anywhere. Besides changing the way we work, 
the application of emerging technologies into business models allows from the develop-
ment of new products that satisfy the needs of brands, to the optimization of processes 
and the increase of efficiency. Therefore, the use of these technologies ensures profitabil-
ity and success in the market. (Martínez Azcona, 2016) 
 
Due to the needs of markets, companies have had to adapt their production and business 
models in order to supply the demand in the most efficient possible way. (Martínez 
Azcona, 2016) 
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Figure 1: Digital Transformation 
 
Figure 2: Market Growth 
 
 
2.2 Web Development 
Having a website with the goal of reaching your potential customers with ease may be 
considered the main advantage. (Webiotic+, 2016)  
The information itself as well as the way of showing it, the images, questions and an-
swered, videos, etc can help the visitors of your website and potential customer to under-
stand your business and services in a clear manner, allowing to provide most of the infor-
mation you would like to give to your customers as well as updating the information your 
customers want making it available for website visitors to inform themselves. For this, an 
intelligible website builds a bridge between your business and the potential customers. 
Such interconnectivity plays a vital role in promoting and popularizing your business. This 
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correlation between companies and consumers is the best way for building an overshad-
owing online presence of your ecommerce endeavour. It may even occur that without a 
website, you cannot connect with a prospective client and vice versa. (Webiotic+, 2016) 
 
While both WordPress and HTML offer powerful website solutions, which is considered 
better will depend on the type of website and the requirements.   
2.2.1 Web Content Management Systems 
Content Management System (WCMS) is a server program that stores web page text and 
publishing details in a database, instead of as HTML pages. 
From the amount of available solutions, the most common open-source are WordPress, 
Joomla and Drupal mostly because of their functionality, design, support and high availa-
bility of plugins which allow customization of platform according to requirements and 
needs. Content Management systems may be preferred in websites which require multiple 
pages, wide range of content and ongoing changes because of the WCMS are based on 
templates which are stored separately from the content. Regarding the user, it is very 
easy to switch the language depending on location from which the website is being ac-
cessed. 
Advantages of WCMS are in some cases referred to as the following: 
• Dynamic contents: With WordPress, you have the ability to change your site’s lay-
out quickly and easily. HTML websites may need a little more time and effort, es-
pecially if you are not familiar with the coding. 
• Blog interaction: While you are able to build and add a blog to your HTML website, 
it is probably not integrated as seamlessly as WordPress’ blogs. 
• HTML scripting without codes: WordPress is great for those who wants to quickly 
build a website and use it without the need to learn any programming languages. 
• Active community: Because WordPress is an open-source software, developers all 
over the world have access to its core software components. This enables Word-
Press to be updated and improved continuously by these WordPress profession-
als.  
• Fast website building: WordPress can be installed with the “1-click install” applica-
tion that hosting providers offer. There are 16408 WordPress themes (WordPress, 
2018a) and 54,251 plugins (WordPress, 2018b) that enable a WordPress website 
to be completed in minutes.  
 
It is important not to confuse WordPress.org with WordPress.com. WordPress, the open 
source CMS is available on WordPress.org. On the other hand, WordPress.com is a blog 
hosting service. (Editorial Staff, 2016) 
   
2.2.2 HTML5 & CSS3 Website 
HTML stands for Hypertext Markup Language, which is a code that is used to structure a 
web page and its content. is not a programming language (Mozilla, 2018a); it is a markup 
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language used to tell your browser how to structure the web pages you visit (Mozilla, 
2018b) while CSS stands for Cascading Style Sheets. Both numbers at the end, 5 and 3 
respectively, correspond to the latest version of each. 
CSS describes how HTML elements are to be displayed on screen, paper, or in other me-
dia. CSS saves a lot of work as it can control the layout of multiple web pages all at once. 
External stylesheets are stored in CSS files (w3School, 2017). 
 
Both have a wide range of customization or can be coded from scratch depending on 
business needs and available resources. The content may be added in the HTML while 
the design is stored in CSS files. Technical skills such as understanding of both lan-
guages are required in order to update content or structure, for which this solution may be 
better for websites that do not offer often maintenance but decide to provide a user inter-
face which is tailor made. Static websites may have a lower cost to run on the server, no 
updates (unless decided).  
2.3 Internet of Things (IoT) 
Internet of Things, abbreviated IoT, suppose a revolution in the relationship between ob-
jects and people, inclusive between just objects; In other words: device to device commu-
nication without the need of human input. The objects are connected between them and 
with the network in order to provide real-time data. 
The philosophy of IoT is based on that the smart machines are better than human in terms 
of detection, accuracy and data communication (Martínez Azcona, 2016) In other words, 
there is a physical world - which refers to devices, or an information world - which is vir-
tual, in which the devices initiate and maintain a relationship. 
 
 
Figure 3: Technical overview of the IoT  
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Source: (International Telecommunication Union, 2012) 
 
The physical devices along with the virtual connectivity enable these objects to connect 
and exchange data.  
 
The IoT allows objects to be sensed or controlled remotely across existing network infra-
structure, creating opportunities for more direct integration of the physical world into com-
puter-based systems, and resulting in improved efficiency, accuracy and economic benefit 
in addition to reduced human intervention. 
 
The fundamental characteristics of IoT include interconnectivity, as anything can be inter-
connected with the global information and communication infrastructure. Things-related 
services: A capability of providing thing-related services within the constraints of things, 
such as privacy protection and semantic consistency between physical things and their 
associated virtual things. Heterogeneity: The devices in the IoT are heterogeneous as 
based on different hardware platforms and networks. They can interact with other devices 
or service platforms through different networks. Dynamic changes: The state of devices 
change dynamically, e.g., sleeping and waking up, connected and/or disconnected as well 
as the context of devices including location and speed. Moreover, the number of devices 
can change dynamically. Enormous scale: The number of devices that need to be man-
aged and that communicate with each other will be at least an order of magnitude larger 
than the devices connected to the current Internet. The ratio of communication triggered 
by devices as compared to communication triggered by humans will noticeably shift to-
wards device-triggered communication. Even more critical will be the management of the 
data generated and their interpretation for application purposes. This relates to semantics 
of data, as well as efficient data handling. (International Telecommunication Union, 2012) 
 
2.4 G Suite 
G suite is a collection of applications which are free to use for consumers (with paid enter-
prise features) which work as storage, collaboration and communication tools. All of 
Google Applications within G Suite can be considered Software as a Service, which is dis-
cussed in the next chapter. This means users can work together in documents in real time 
from their phone or tablet from any location, and communicate instantly with teammates 
via video, voice, instant message, or email. No longer tied to a single machine, they have 
the freedom to work together from anywhere, using any device they choose (Google 
Cloud, 2018a). Google stores the data in Google's network of data centers and maintains 
a number of geographically distributed data centers. The computing clusters are designed 
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with resiliency and redundancy in mind, eliminating any single point of failure and minimiz-
ing the impact of common equipment failures and environmental risks (Google Cloud, 
2018b). Whilst google offers a wide range of applications, the ones to be implemented in 
the project are briefly explained in the following paragraphs. 
 
Google Drive is a storage solution which allows to save files on the cloud. Similar to how a 
folder in your computer works, you may give access to the folders within it with different 
levels of permission as well as to each document. 
 
Google Docs allows you to create, view, modify and share (CVMS) texts and paragraphs. 
Google Sheets’ purpose is to CVMS data tables with graphs, charts and built-in formulas. 
Google Slides is the applications with which you can CVMS presentations. 
 
Google calendar works as a virtual agenda and calendar which can be shared and syn-
chronized with other users. It can also be embedded to websites when the need to inform 
users exist. Events within the calendar let us invite and share events with others. 
 
2.5 Cloud Computing  
Cloud Computing is a technology with which the delivery of computing services—servers, 
storage, databases, networking, software, analytics and more—over the Internet (“the 
cloud”) (Microsoft Azure, 2017) is possible.  
 
Some of the advantages of the use of Cloud services are: 
• Low cost because there is no need to invest in infrastructure 
• No need to have a large storage capacity 
• Real-time information 
• Access where and whenever you want via an Internet connection 
• Safety in data  
 
The use of interconnected devices which store and transmit data represent large ad-
vantages in terms of processes are concerned (Martínez Azcona, 2016) 
 
The 3 different types of Cloud Computing are discussed below. 
 
Infrastructure as a Service (IaaS) is the delivery of hardware (server, storage and net-
work), and associated software (operating systems virtualization technology, file system), 
as a service. It is an evolution of traditional hosting that does not require any long term 
commitment and allows users to provision resources on demand. (Sushil Bhardwaj, 2010) 
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Platform as a Service (PaaS) is the idea that someone can provide the hardware (as in 
IaaS) plus a certain amount of application software - such as integration into a common 
set of programming functions or databases as a foundation upon which you can build your 
application (Sushil Bhardwaj, 2010) 
 
Software as a Service (SaaS) is when all applications are stored in the cloud, which 
means that most of the storage and processing takes place on computers, called servers, 
owned by a provider (often Google, Facebook or IBM). Then, when you connect to them, 
you use a client (often a web browser) to access the service and interact with it. It often 
does not change the outcome if that browser is on a PC, a Mac, iPhone, Pebble smart-
watch or any other kind of computer; SaaS makes the same cloud-based services availa-
ble on a multitude of devices. (IMB, 2014)  
 
2.6 Data Management  
Data Management is constituted by multiple disciplines based on the treatment and man-
agement of data as a valuable resource. The Data Management can bring benefits such 
as greater security, improved sales and marketing strategies, greater knowledge about 
the needs of the market and improved data management to reduce organizational risk. 
(Martínez Azcona, 2016) 
 
Besides the previously mentioned one, when a document is stored in a virtual manner, 
more benefits may be brought to the company, such as secure storage, easier accessibil-
ity, duplication and preservation, quick to retrieve and update, shared or transferred in real 
time with high security (either as an encrypted URL or as an attachment), compatibility 
with modes of digital data transfer, available for updates whenever required, can be 
searched within a very short span of time, using the key words. Apart from these, auto-
matic versioning is maintained in case of file update. (RicohDocs, 2015)  
 
In addition, replacing paper and manual processes with software allows businesses to au-
tomatically collect data that can be mined to better understand process performance, cost 
drivers, and causes of risk. (McKinsey, 2014) 
 
Digitalization is "flattening" privilege, it says. People like that. Democratized luxury, such 
as personal driver services like Lyft and virtual assistants like Facebook M, are "elevating 
our standard of living" and bringing luxury to the everyman. And we want more of it. 
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Also, newly "empowered consumers" are monitoring their own health through devices, as 
one example. (Nelson, 2016) 
2.7 Requirements Gathering 
This section aims to discuss what is requirements gathering and its effect if a project. In 
the subchapters, we examine common requirement gathering techniques and methods.  
A “requirement” is a necessary attribute in a system, a statement that identifies a capabil-
ity, characteristic, or quality factor of a system in order for it to have value and utility to a 
user (Young, 2001) 
 
It is possible to categorize requirements as Functional or Non-Functional. The first are de-
fined as processes, information, and interactions. These are the desired functionality that 
the client wants built and describe the interaction between the system and its environment 
The second, are characteristics that address operational and technical requirements. 
They may describe such factors as encryption, security, hosting, environment, disaster re-
covery, business continuity. (Mamoun, 2015). It may be possible to say that the first will 
explain what the system must do while the second refers to how the system will do it. 
2.7.1 Individual Interviews 
One-on-one interviews are the most common technique for gathering requirement. they 
should be well thought out and prepared before sitting with the interviewee. These can be 
users who interact with the current or new system, management, project financers or any-
one else that would be involved in the system. it important to ask open-ended questions, 
as well as closed-ended questions. Open-ended questions generally help in obtaining val-
uable information, based on various individuals and the way the different way they interact 
with, or view, the system. (Mamoun, 2015) 
2.7.2 Group Interviews 
Group interviews are similar to one-on-one interview, except there is more than one per-
son being interviewed. Group interviews work well when the interviewees are at the same 
level or position. A group interview also has an advantage when there is a time constraint. 
More thoughts and discussion can be generated, as someone in the group may state or 
suggest an idea that may have been overlooked by others, which in turn can lead to a dis-
cussion or provide more information on a particular issue. The interviewer can gauge 
which issues are more generally agreed upon, and which are which issues differ. A major 
disadvantage can be scheduling the interview. When more than one person are involved, 
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it may be difficult, or become time consuming, in establishing date and time that works 
well for all parties. (Mamoun, 2015) 
2.7.3 Questionnaires / Surveys 
Questionnaires, or surveys, allow an analyst to collect information from many people in 
relatively short amount of time. This is especially helpful when stakeholders are spread 
out geographically, or there are dozen to hundreds of respondents whose input will be 
needed to help establish system requirements. When using questionnaires, the questions 
should be focused and organized by a feature or project objective. Questionnaires should 
be not be too long, to ensure that users will complete them. (Mamoun, 2015) 
2.7.4 User Observation 
The direct approaches of interviewing and questionnaires provide valuable user feedback 
based on the questions asked of them; however, there are times when direct observation 
may be better suited in requirement gathering. To get a better understanding of a user in 
their in current work environment, the analyst may observe the user themselves. User ob-
servation is helpful in assisting the analyst by getting a full grasp of how the user interacts 
with the system, firsthand. (Mamoun, 2015) 
2.7.5 Analysing Existing Documents 
Analyzing existing documents can prove to be a useful technique in requirement gather-
ing, on its own as well using it to supplement other techniques. Reviewing the current pro-
cess and documentation can help the analyst understand the business, or system, and its 
current situation. When analyzing documents, the following may occur: 
• Names of those who are involved with the system may arise.  
• Certain procedures may raise questions which can be used during other tech-
niques 
• Missing information or redundancy of processes may be found 
• Principles and rules of the organization can be discovered 
• Existing documents may assist in understanding why users do the tasks they do 
(Mamoun, 2015) 
2.7.6 Prototyping 
Prototyping is a form a contemporary requirement gathering method. Prototyping is itera-
tive process that heavily involves the users to complete. The user provides the require-
ments, in which the analyst can plug in directly and show the user the outcome. Prototyp-
ing is dependent on user interaction and cannot be utilized as its own method of gathering 
requirements. The analyst must interview or perform some other form of requirement 
gathering to perform before they begin prototyping. However, prototyping is very effective 
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in specifying requirements, because of how heavily involved the user is. This will allow the 
user to instantly see the outcome of their requirements. At this point the user may change 
some of their requirements. They may see that what they provided was not what they had 
in mind. the user forgets important information; they may not realize it until they actually 
see a working version of the system. (Mamoun, 2015) 
 
2.8 Online Presence and the effect on buyer’s decision 
Customers wouldn’t phrase it this way, but they are demanding from companies in many 
industries a radical overhaul of business processes. Intuitive interfaces, around-the-clock 
availability, real-time fulfillment, personalized treatment, global consistency, and zero er-
rors—this is the world to which customers have become increasingly accustomed. It’s 
more than a superior user experience, however; when companies get it right, they can 
also offer more competitive prices because of lower costs, better operational controls, and 
less risk while delighting the customer.  (McKinsey, 2014) 
 
To meet these high customer expectations, companies must accelerate the digitization of 
their business processes. But they should go beyond simply automating an existing pro-
cess. They must reinvent the entire business process, including cutting the number of 
steps required, reducing the number of documents, developing automated decision mak-
ing, and dealing with regulatory and fraud issues. (McKinsey, 2014) 
 
The benefits are huge: by digitizing information-intensive processes, costs can be cut by 
up to 90 percent and turnaround times improved by several orders of magnitude 
(McKinsey, 2014) it's vital to position yourself online with a strong, professional destination 
that gives customers the impression you mean business and the motivation to want to en-
gage more with your business. With this in mind, consider these five reasons why having 
a strong website is important. 
 
should they believe your website doesn't reflect the kind of experience your business - or 
a business like yours - should offer.   
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3 Empirical Part 
In this section the reasons for choosing a qualitative and quantitative method are ex-
plained. In addition, data collection methods and tools are examined with regards to each 
subject. The aim of each part is to examine company and customer research   
 
3.1 Customer Behaviour to Condition Booking 
Through a survey it was possible to collect information regarding customer behaviour, 
preference and fears. All graphs from this section are grounded in the survey results. The 
survey itself can be found in the appendix. 
 
These results are either suggested and/or implemented in the current website and strat-
egy of the company. If suggested or implemented depends on the feasibility of the change 
for the company which may be time constraint, budget, ease of implementation for per-
sonnel, technological difficulties and/or unwillingness.  
 
The following bar chart shows what users prioritize when booking. The three mayor were 
Price, Reviews and Location. This is taken into consideration into the High Fidelity proto-
type of the company website. The company agrees to implement the changes before next 
seasons calendar opens. The results are grouped in a quantitative manner. 
 
 
Figure 4: Graph on User Preference for Booking (Appendix 1) 
The survey also showed which search engines they tend to use most for looking for ac-
commodation. The three main results were Airbnb, Booking and Google. It is suggested to 
use google AdWords and keyword tags in the website to increase web traffic through 
0 10 20 30 40 50 60
People
User Preferences for Booking
Brand Customer Service Quality Location Reviews Price
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SEO, the company agrees to the second but rejects the first on budget grounds. The com-
pany also signs up for Airbnb as the commission are 3-5% against 10-20% from their cur-
rent advertising agency. The option of Booking.com is accepted but not implemented until 
next season and after Airbnb results on grounds of ease of implementation for personnel, 
as adding one new system (Airbnb) was considered enough change for one year. The re-
sults are grouped in a quantitative manner. 
 
 
Figure 5: Graph on User Preferred Websites for Booking (Appendix 1) 
 
During the survey both target groups (European and South American) regarding commu-
nication preferences the answered had a higher margin of difference than in other ques-
tions. As there is a higher percentage of South American guests, those communication 
methods were prioritized against others. Email and Social Media were amongst the al-
ready implemented methods. Phone Call was ranked as the main preferred method for 
booking. As all company executives are located abroad, implementing an international call 
system posed some technological difficulties. This is currently considered a high risk fac-
tor for the company and have it under careful examination to fulfill as soon as possible. 
The results are grouped in a quantitative manner. 
Preferred Websites for Booking
1. Booking 2. Trivago 3. Airbnb
4. Hotels 5. Social Media 6. Google
7. Friend 8. Local Real Estate Service
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Figure 6: Graph on User Communication Preference with Host (Appendix 1) 
 
During the survey both target groups (European and South American) regarding payment 
preference had a high margin of difference. As there is a higher percentage of South 
American guests, those payment methods were prioritized against others. Cash and 
Transfer was already an implemented method. Debit and Credit is being considered for 
implementation as there are a number of different services and providers, which the com-
pany will review carefully to make an informed decision regarding if-to and how-to imple-
ment. The results are grouped in a quantitative manner. 
 
 
Figure 7: Graph on User Payment Preference (Appendix 1) 
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During the survey, the participants are asked about their biggest fears when booking as 
an open-end question. For this, the question is measured in a qualitative manner and the 
answers grouped in categories. In the table, we can find a number of fears which are 
groups as:   
• Technological Errors 
• Human Errors 
• Information (Errors or Gaps) 
• Customer Preference 
• Trust (Lack or Violation) 
• Brand 
 
Figure 8: Grouping Tables of Customer Fears (Appendix 1) 
 
The fears are also represented on the following table with the amount of times each fear is 
represented, according to repetition of this, they are grouped as critical, dangerous and 
neutral. The highest score is represented by “not getting what promised” with 29 repeti-
tions, followed by “Cleanliness” with 7 mentions, “Cancellation Policy, Trustworthiness and 
Scams” with 6 votes each, “Price, Location and Reviews” with 4 each, “Failed Booking 
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which appears to have succeeded and “unsafe neighborhood and safety” with 3 recur-
rences as well as “customer service and payment information” with 2. 
 
Figure 9: Repetition of Customer Fears (Appendix 1) 
 
It is suggested to the company to create a Questions and Answer section in their website 
in order to address as many possible issues. It is also suggested to add reviews and vid-
eos of the properties as well as a link to social media. The company agrees to implement 
them before next season. 
 
3.2 UI/UX Design and Web Development  
The company required a website to strengthen their online presence which was devel-
oped through iterative prototyping. We selected static HTML5 (Appendix 4) because often 
changes are not required, may be done with a smaller budget and allowed us to have 
more control over the code. 
Two low fidelity prototypes are developed (Appendix 3). The website is based on the sec-
ond low fidelity prototype. After the surveys (Appendix 1), a High-Fidelity prototype is 
made with minor changes/add-ons for the website such as: 
• Adding a Questions & Answers section to improve fear factors and endure trust. 
• Adding a video for trust endurance and accurate presentation of each property 
• Adding Social Media links and contact which includes at least WhatsApp and 
Email 
• Adding a reviews section ideally with the same reviews from social media 
 
3.3 Minutes of Meeting regarding expenses and bookings 
The primary communication channel was changed from Email to WhatsApp. Two 
main groups were created: A parallel one and a vertical one. The parallel one in-
volved two main stakeholders and administration while the vertical one workers and 
administration. Besides this, 3 meetings were set with a stakeholder’s representative 
and administration. Each meeting took a total of 30,15 and 15 minutes and were at 
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the beginning, middle and end of season. The first of informative character, the sec-
ond of steering character and the third to clarify any doubts of financial data collec-
tion. All other information was shared digitally being in PDF format or text.   
 
3.4 Database for Advertisement 
The primary database was created by finding customer and potential customer infor-
mation dating back 4 years. The rows were constituted by Name, Email, If they 
stayed or not, number of guests and a description. The company has stopped offering 
accommodation for 4 people in 2/3 of their locations. Now being 2 equipped for 2-3 
guests and one for 4 people. The customer base was split in two groups according to 
the number of guests to tailor an advertisement based on each apartment capability. 
The customers were also divided into groups if they did or did not stay to provide 
more information to those who had not and less to those who had in order to not be 
redundant. The company did not implement direct email advertising during this sea-
son because of a time constraint and being already over 50% booked by the date it 
would have been possible, but is eager to implement direct email advertisement two 
months before the next season. The company also looks to implement a feedback 
form which will be sent to customers from the past season in order to keep improving 
their service by tailoring it to customer needs which may emerge through these forms. 
3.5 Key Performance Indicators 
Key Performance Indicators (KPI) will be for this thesis based on amount of empty days, 
payments to agencies, sales total and brut income. Each of them being seen as a variable 
and quantifiable measure over time and it’s relation to the cause and effect changes from 
the implemented digital strategies. With them we can see the data as information and 
though it draw conclusions.  
 
The following graph (Figure 10) presents the amount of empty days before implementing 
the project (2015 and 2016) as well as the results of this 2017 after the implementation. 
Whilst property 1 and 2 have a reduction of empty days, property 3 still had a increase on 
the empty days. However, the average of the 3 properties was reduced by 7,3 days with 
regards to the previous year. 
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Figure 10: Amount of Empty Days since 2016 until 2018 with Average Trend. 
 
Percentages paid to agencies range from 25% at it´s highest to 3% at it’s lowest over the 
course of the past 4 years. In 2015 the average was 18% which then raised to 21% in 
2016 and lowered to 16% in 2017 before implementing the solutions offered. The past 
season in 2018 and after strategy changes, the average percentage paid to agencies was 
4%. Property percentages as well as the average trend can be seen in the following graph 
(figure 11). 
 
Figure 11: Percentages Paid to Agencies from 2015-2018 
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In the previous paragraph we spoke about the percentages paid to agencies; In the follow-
ing graph (figure 12) the income of all properties is averaged, as well as the agency fees. 
From that we can see, not only did the apartments have more sales than previous years, 
the company was also able to keep a higher percentage than previous times.   
 
 
Figure 12: Brut Income VS Agency Fee throughout 2015-2018 
 
In Figure 13, we can see a more detailed example of how the companies brut income 
changed after the implementation of the project. Not only did the average become higher, 
but also the independent net income per property had a positive rise.  
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Figure 13: Income per Property during 2015-2018 
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4 Conclusion 
During and after the development of the project, the company and team is pleased with 
the results. Overall there was some benefit for the company either in a higher or smaller 
scale depending on each factor. However, it may be seen that the company’s numbers 
have improved through adopting a “digital way” of working. It was also from the process 
that the company was able to spot bad practices or redundancies, which with more study 
and adoption of the digital methods, will help them make better informed decisions. If the 
benefits outweigh the costs in other cases, is entirely up to the current situation of the 
company and their goals. For Arriendos Reñaca it turned to be a successful case, how-
ever, several factors come into place so what worked for them may not work for others. 
Being only the first season that the digital transformation is in place, one can not trust 
100% the results. The company continue to provide information regarding their progress 
through the digital transformation over the next seasons to support the study. 
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Appendices 
Appendix 1. Questionnaires 
English Version: 
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Spanish Version: 
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Appendix 2. Analysing Existing Documents 
Some information has been hidden due to a Non-Disclosure Agreement. 
The documents were analysed and saved as and Excel Spreadsheet with the fol-
lowing format: 
 
Date Days Cus-
tomer 
Price Total Agency 
Fee % 
Agency 
Fee $ 
In-
come 
1.1.2018-
8.1-2018 
7 Guest 
Name 
500 3500 20 700 2800 
8.1.2018- 
15.1.-
2018 
7 Guest 
Name 
500 3500 3 105 3395 
Results: 14 - AVG(500) 7000 AVG(20,3) 805 6195 
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Appendix 3. Prototypes 
Low Fidelity 1.
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Low Fidelity 2 
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High-Fidelity 1 
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Appendix 4. Website 
http://www.arriendorenaca.com/ 
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